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Friendly Frost And 


Seiasnineron | For Highest-End Dollars 


WASHINGTON 


REGULATION OF TV AND RADIO NETWORKS will be the 


subject of Congressional hearings in the “near 
future.” Sen. John O. Pastore (D-R.I.) prom- 
ises such hearings by his Senate Commerce sub- 
committee following receipt of a letter from 
the Federal Communications Commission. FCC 
Chairman Newton N. Minow renewed his re- 
quest for authority to regulate the networks. 
Minow said he does not necessarily seek licensing 
authority over the networks. No dates have been 
set yet for the Pastore hearings, which means 
that chances of legislation this year are nil. 
What Minow has in mind is the type of regu- 
lation proposed in a bill introduced last year by 
Rep. Oren Harris (D-Ark.). It failed to clear 
Congress. But it would have required the net- 
works to advise the FCC of program policies 
and would have permitted the commission to 
lay down rules governing network programs. 
One major complaint is that individual stations, 
which are regulated by the FCC, often have no 
control over network programs. ® 


NEW SUPPORT FOR FAIR TRADE LEGISLATION is forth- 


coming in the Senate. One Republican and three 
Democrats have introduced a joint resolution 
which, in effect, would declare the Senate as 


against cutting quality or price in brand or 
trademark items. 

The resolution would have little, if any effect, 
in law without enactment of a companion bill. 
There actually is a minimum of support in Con- 
gress at present for any type of Fair Trade 
legislation. ¥ 


PERFORMANCE SPECIFICATIONS FOR DISHWASHERS 


are being developed by the Agriculture Depart- 
ment at the request of the Army’s Quarter- 
master Corps. The tests, to be completed in the 
next 12 months, will be used by the corps as a 
guide in buying home dishwashers for military 
housing projects. 

About a dozen makes will be tested for cleans- 
ing power and how best to use detergents at 
various water temperatures. * 


NO TAX INCREASE WILL BE NEEDED NEXT YEAR de- 


spite the boost in military spending. This repre- 
sents the latest thinking on the part of the Ken- 
nedy Administration. Treasury Secretary Doug- 
las Dillon believes the expanding economy will 
give the government enough added tax revenue 
to make up for the extra spending. He says 
President Kennedy agrees with him. There is, 
however, one-proviso: If a new world crisis re- 
quires more defense spending than the Admin- 
istration now contemplates, a tax increase may 
become necessary. 

The boost in military spending does, however, 
rule out any prospects of reductions in excise 
taxes. * 





A unique attack on carriage-trade 
pocketbooks gets under way in Sep- 
tember when Friendly Frost’s ven- 
ture into highest-price consumer 
electronics merchandising opens in 
Fresh Meadows, L.I., N.Y. (EM 
WEEK, July 31, p8). 


The idea behind the venture was ex- 
plained candidly by Friendly Frost 
Board Chairman Gerald O. Kaye in 
an interview with EM WEEK: 

“The carriage trade has no place 
to shop. I’ve seen people in Friendly 
Frosts who don’t really want to buy 
there. We won’t be trying to turn 
the discount buyer into a quality 
buyer. But we will try to lure the 
quality buyer from the discount 
houses.” 


Kaye’s lure will be what he calls a 
“sound center,” first of a series 
planned for high income areas 
across the country. It will have a 
broadcasting studio, WTFM, trans- 
mitting only FM stereo; a recording 
studio and a sales room under one 
roof. Well-heeled buyers in the sales 
room will be able to see what’s going 
on in the two studios through glass 
panels. The idea: Create a center 
with the best and latest in all areas 
of sound. “It is,” said Kaye, “a new 
way to give the public the ‘razor and 
blade’ of high fidelity listening.” 

Here’s how the three areas will 
work: 


Consumer Products 


Kaye named the merchandising 
part of the operation “Volare” (“to 
fly” in Italian) because, he said, “it 
has a cosmopolitan sound and a 
quality feel.” There will be no iden- 
tification with Friendly Frost, and 
no product overlap. “We won’t carry 
anything in Volare,” Kaye said, 
“that you could buy in a Friendly 
Frost.” 

What sort of merchandise will it 
carry? 


e “We will carry the high end of 
the top console lines, including TV 
theater units.” (Prices will start at 
$500.) 

e “We will carry our own branded 
lines, labeled ‘Volare.’ These will be 
made for us, but not necessarily by 
one maker. The cabinet could come 
from abroad and have components 
installed here.” 

e “Exclusive” lines, made for Volare. 
These won’t necessarily carry the 
Volare trademark. “Anything we 
don’t assemble for ourselves will 
carry the manufacturer’s name,” 
said Kaye. But the particular units 
will have to be sold only to Volare. 
e@ Components, though not sold in- 
dividually. “If someone has a big 
house and wants a completely cus- 
tom installation, we’ll do it.” 


There'll be no “shopping” in Volare, 
according to Kaye. And to create an 
atmosphere where haggling is dis- 
tinctly out of place, fine furniture 
and art works will be sold in the 
showrooms. 


Service will be another big factor in 
the quality image. Free home serv- 
ice calls will be made every 90 days 
to check and adjust all merchandise 
sold. And there will be 24-hour serv- 
ice available. 


Could you apply this method of mer- 
chandising to any other products in 
the appliance field? “No,” said 
Kaye, “because you can’t get uniquely 
styled products in white goods. With 
electronics, you can control a short 
run for styling.” 

How much do, you expect Volare 
to do this year? “‘About $1 million,” 
he said. 


The Studios 


WTFM will be powerful enough 
to be heard in a 50-mile radius— 
with a potential audience of 12 mil- 
lion people, 2.6 million of whom al- 





Gerald O. Kaye, chairman of 
the board of Friendly Frost, 
takes a look at discounting 
and the independent dealer 
as he gets ready to launch 
a new merchandising venture 
(see story above). 


“Either you’re a discounter, or 
you’re class,” said Gerald O. Kaye in 
an interview with EM WEEK. He was 
talking about the state of discount 
merchandising, present and future, 
and the independent dealer. What 
did he see? 


Discounters, said Kaye, have over- 
saturated the suburbs, their main 
market area right now, beyond 
population growth and beyond the 
present ability of the population to 
absorb the various products that they 
carry. 

“And price competition is getting 
fiercer all the time.” Here’s what 
will happen to them according to 
Kaye: 


The big discounters will increasingly 
become more like department stores 
—and department stores more like 
discounters. Department stores found 
that they had to lower prices to 
compete with low-margin retailers, 
and can no longer provide their tradi- 
tional class of service. 

Discounters, on the other hand, 
are moving more and more into a de- 
partment store method of operation. 
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ready have FM sets. (Friendly Frost 
already owns two stations in Baby- 
lon, Long Island. And Kaye was 
president of WNTA and WNTA- 
T¥.) 


Programming will be ‘‘cosmopolitan.” 
“We'll have a program of ‘broad’ 
music which will appeal to the class 
of people we’re trying to sell.” 

He’ll also shoot for programming 
not usually heard in the U.S. WTFM 
has an arrangement with the BBC 
and Radio Luxembourg to trade 
tapes. It will use records from small 
European recording companies with- 
out international distribution. 


RECORDING STUDIO 


RETAIL AREA 




































































“‘WTFM’s FM stereo will be the finest 
—hbecause we’re starting with the 
latest equipment made only for FM 
stereo and not modified from old FM 
equipment.” This means that Volare’s 
FM stereo demonstrations should be 
both convincing and unusual. 

The recording studio will be the 
best equipment obtainable, and will 
be available on a straight hire basis. 
Why build the studio? Simply that it 
will probably be a big money-maker. 

“There’s only one recording studio 
on Long Island and five in New 
York,” said Kaye. “We’ll try to get 
quality groups to use the facilities, 
in keeping with the Volare image.” 
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And they are finding that they have 
to give more service. 

What will happen eventually, Kaye 
said, is that the two different kinds 
of operations will level out, meeting 
each other’s standards of pricing and 
service. 


Then the more specialized discounters, 
who have a policy of good service 
and skilled salesmen who know their 
products thoroughly (“. . . instead 
of the ‘clerks’ in some of the big 
discounting operations -”) will 
gain. Kaye has regular sales meet- 
ings for all levels of Friendly Frost 
store management, from salesmen 
to managers. “No product goes on 
our floor,” he said, “until everyone 
in the store knows it inside and out.” 


Leased department discounters are in 
for some especially rough going, 
Kaye predicted. Why? Each depart- 
ment has its own loyalty in “real 
estate” discounting. There is little 
store loyalty. Each department, in 
competition with leased departments 
of the same kind in other stores, gets 
involved in price battles. And the 
struggles tend to force other depart- 
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ments to do the same. It is difficult 
to form over-all pricing policies. 
On the other hand, non-leased dis- 
counters, with full control over each 
department, are in a better position 
to make complete marketing plans. 


And Friendly Frost? “We outgun the 
big stores. We constantly tell people 
we’re in the business all the way. We 
know our products thoroughly. And 
we give service.” 


What happens to the independents? 
“They will have to specialize, as de- 
partment stores and discounters get 
back to square foot selling and serv- 
ice. Why? Major appliances are not 
a cash and carry business. Yet many 
discounters have operated on the 
‘refrigerator on your back and out 
the door’ idea. Majors just can’t be 
sold successfully that way. 

“So independent dealers will have 
to offer lines of majors that they 
know thoroughly and leave mass 
brand coverage to the discounters. 
They can also specialize in the 
smaller cash-and-carry items. And 
they will have to give excellent 
service.” 
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EAST . .. WASHINGTON—A week 
of continued high temperatures 
proved the summer’s only help 
for Washington dealers. The over- 
all picture: Business continued 
at a so-so pace. 

Failure of the air conditioner 
season hurt deeply. “There was 
no air conditioner season to speak 
of,” said John Slattery, Jr. Other 
dealers echoed Slattery’s remark. 

Todd’s—which got a jump on 
the air conditioner season with 
a big sale of bankrupt Zayden 
goods from Miami in late May— 
found gross profits below early 
season expectations. Otherwise, 
Todd’s was doing well. Buddy 
Goldman noted general increases 
across-the-board in most lines 
over last year; in fact, the last 
two months’ volume has pulled 
Todd’s ahead on the year after 
a slow spring start. Todd’s this 
summer has opened a new store 
in suburban District Heights, 
Md. First reports said the new 
store was doing “average” busi- 
ness. 

“Business is holding up well; 
it didn’t fall off at all,” said Phil 
Spector of George’s downtown F 
Street store. The July mid-season 
hot weather boosted air condi- 
tioner sales, but volume still was 
below season estimates. One item 
selling well: refrigerators. 

Business had been quite good 
at Jim Fulford’s Colony. “We’ve 
had some good appliance and air 
conditioner sales lately,” said Bob 
Sweeney. Sweeney reported good 
volume in service trade. 

But for Slattery’s, business 
continued off, and the lack of hot 
weather was a hard blow. Only 
item moving well was portable 
EY. 

The problem of high prices 
hit the appliance business. Both 
consumers and the smaller deal- 
ers were complaining. ‘““‘We just 
sold some air conditioners at 
cost,” said Fulford’s Sweeney, 
“and still the customers were 
complaining about too high 
prices.”’ Who’s to blame? Sweeney 
pointed to the discount houses 
and the distributors. 


SOUTHWEST . . . AABUQUERQUE 
—July sales of electrical appli- 
ances were spotty in Albuquerque 
and the building industry was 
still floundering, but dealers’ op- 
timism was on the upswing in 
August. 

At least two dealers reported 
July sales ahead of last year. 
Melvin Ross of Griffith’s Appli- 
ance Centers noted that “July is 
the first month this year in which 
we went ahead of last year.’”’ He 
credited this to a surge in sales 
of Westinghouse refrigerators, 
Zenith television sets and May- 
tag laundries. Wringer washers, 
Ross reported, “are selling better 
than ever.” Inventories were be- 
ing kept low in anticipation of a 
“price break” expected to result 
from manufacturers’ keen com- 
petition. Ross, who is president 
of Albuquerque Retail Credit 
Assn., had one pessimistic note: 
“Collections are still a problem.” 

Gene Stenger, manager of K. 
& B. Appliances, also reported 
July business “really good” fol- 





lowing uptrends in May and 
June. Frigidaire refrigerators 
headed his sales list; a closeout 
of the same brand washers and 
dryers was “very good” and 
Magnavox electronic units were 
“moving. well.” 

Fedway, which opened its sec- 
ond Albuquerque store in late 
spring, reported a “definite up- 
swing” during the last three 
months, with large electronic 
units “going well—lots of them 
for cash.”’ Customer interest was 
rising as the first 1962 lines 
appeared. 


MIDWEST . . . KANSAS CITY—A 
sampling of a _ representative 
cross section of retail appliance 
dealers here indicated that a 
slight increase in sales volume 
has been experienced by the ma- 
jority during the month of July 
over the same period last year. 
Reports varied from “slight in- 
crease” to a 7% decrease for the 
first six months’ business against 
the same period in 1960. 

Albert Bell of Albert Bell’s 
Midwest Appliance Co., with four 
stores in the Metropolitan Kan- 
sas City area, described his July 
volume as a “pretty good boost” 
and interpreted it as the harbin- 
ger of good things to come in the 
last six months. 

A 5% to 7% drop in white 
goods for the six-month period 
was reported by Davidow’s Fur- 
niture & Appliance Co. which 
has four stores in greater Kan- 
sas City. But with a good July in 
this same area the dealer was 
looking ahead to “very good” 
sales in the last six months of the 
year. 


FAR WEST... . SAN DIEGO—Sales 
stayed as spotty as the weather 
here this summer despite the 
two-edged war threat. 

Most dealers reported sales 
equal to last year’s. Cool summer 
weather held down refrigerator, 
freezer and particularly air con- 
ditioning unit sales. 

George Wiese, owner of Wiese’s 
Appliances in East San Diego, 
reported a sales increase in the 
last three weeks, possibly as a 
result of the Berlin crisis and 
anticipated overtime payments 
from plants to defense workers. 
He said the sales picture was 
brightest among washers, re- 
frigerators and freezers. 

The world crisis has produced 
two effects among customers, ac- 
cording to Bob Ascher, owner of 
Home Appliance in suburban 
North Park and Ocean Beach. 

“There are two schools of 
thought,” Ascher said. “One says 
we better stock up on appliances 
as we did before World War II 
and Korea. The other says, 
‘What’s the use; we won’t have 
anything left if there is a war.’”’ 

Lew Olds, sales representative 
for Helland’s in suburban La 
Mesa and El Cajon, said business 
was about the same as last year. 
He noted lowered prices on ma- 
jor appliances as a result of man- 
ufacturer’s concessions and in- 
creased competition. Refrigera- 
tors have been particularly hot, 
he said. 
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AHEAD 
IN THE NEWS 


EMERSON EMPLOYEES TOOK A COFFEE BREAK last 


week and brewed up a strike while they were 
out. Some 1,100 workers at the company’s Jersey 
City, N. J., plant voted to remain away from 
their jobs in protest to a proposal which would 
trim eight minutes from two afternoon breaks. 
Management offered an hourly increase of 4 cents 
as compensation for the shorter breaks. But the 
coffee jitters continued as the employees set out 
to make a point. 4 


MORE JAPANESE TV CHASSIS are coming into this 


country as Oriental manufacturers expand the 
wedge they have driven into the U.S. TV mar- 
ket. Last year, chassis represented the biggest 
share of Japanese TV exports. This year the 
volume is sharply up. During the first six months 
6,705 units valued at $401,401 came into the 
U.S. In the first half of 1960, only 72 units came 
in. 

Most major Japanese TV manufacturers 
either have their own or American distribution 
channels selling chassis to be assembled in fin- 
ished products with American brand names. A 
spokesman for Japan’s Machinery Export Assn. 
told EM WEEK, “I checked with everyone in the 
industry who is exporting TV chassis to the U.S. 
to find out that an average f.o.b. price was $30 
or $40.” = 


RAVENSWOOD WILL ADD RADIO to its line-up of prod- 


ucts this fall according to Leon Knize, presi- 
dent. Ravenswood, a division of Annapolis Elec- 
troacoustic Corp., already has TV, portable 
phonos, stereo consoles and components. No 
prices yet. * 


RCA IS COUNTERING MOTOROLA’S COLOR TUBE cam- 


paign with letters to its distributors. While for 
the most part the letters echo earlier statements 
made by Group Vice President W. Walter Watts 
(EM WEEK, July 31, p4), they also include a de- 
tailed report from RCA’s electron tube division: 

“At the present time, a rectangular color tube 
is inferior in picture quality to the present round 
tube because of problems involving picture re- 
production in the corners of the tube.” 

“On the basis of our experience marketing 
color TV receivers, we feel the present excellent 
color picture has more sales appeal than a slight- 
ly thinner cabinet with any deterioration in pic- 
ture quality.” 

‘“.. We have today an excellent product with 
excellent value for the public. Vague possibili- 
ties of future sets should not keep us from an 
all-out sales effort backed by full confidence in 
today’s product.” « 


DISCOUNTERS COME TO NEW YORK for the first Dis- 


count Operators National Show, Aug. 26-30. 
First day is filled with seminars on industry 
problems. . 





How The Other Half Lives 


Macy’s may not tell Gimbels, but 
Gimbels, in the person of its major 
appliance buyer, Max Littman, told 
nearly 100 independent dealers the 
inner workings of the big depart- 
ment store’s retailing program. The 
dealers from all parts of the country 
were attending last week’s seventh 
NARDA Institute of Management in 
Washington, D.C. 


Gimbels was not the only mass mer- 
chandiser to address the dealers who 
had met to learn “how to survive 
against the mass' merchandiser.” 
Sears, Roebuck, Giant Foods and 
GEM, Ine., the closed-door discount 
chain, all sent representatives to de- 
scribe their operations, disclose their 
future plans and, to some extent, 
answer questions. 

“We have learned that a loss in 
volume is more dangerous than a loss 
in margins,” said Gimbels’ Littman. 
“We are more concerned over the 
loss of a customer than we are over 
the loss of a sale and for that reason, 
we have never been as worried about 
independent dealers as we are about 
our department store competition. 
Gimbels will continue to match any- 
one’s prices, including the discount 
house, and will streamline its appli- 
ance selling by discarding non-profit- 
able models or lines, giving profit 
items the spotlight on sales floors 
and confining buying to selling ca- 
pacity. Some dealers, at a given time, 
buy more than we do because they 
are offered a bargain. We buy what 
we can sell.” 


Sears, Roebuck’s principle ingredient 
for success is “good people, well 
trained,” according to John T. Bar- 
net, general manager, Sears, Wash- 
ington, D.C. Among other factors 
that account for Sears’ high share of 
market, Barnet listed: 

e Good products—“Good products 
are sold because all our buyers are 
engineers and the products we carry 
are built to their specifications.” 

e Credit selling—‘‘People empha- 
size monthly payments, not total cost. 
They live on a monthly budget so the 
acquisition of a new appliance de- 


pends to a great extent on how its 
cost fits into that budget.” 

e@ Salesmen’s compensation—‘Our 
salesmen work on a draw against 
commission; they make money and 
are representative of the employees 
who own 26% of the company.” 

e@ Good service—‘‘We don’t break 
even on service, but a lot of our sales 
result from people knowing they can 
get service nationwide.” 


Giant Foods, or Super Giant as it will 
be known in its new retailing and 
service centers, was represented by 
Dale Shields, director of non-foods. 
In addition to 100,000-square foot 
units to sell food, drugs, appliances, 
floor coverings, etc., the centers will 
contain coin-operated dry cleaning, 
car washing, barber shops, gasoline 
and tire units. 

“This new concept in retailing, 
said Shields, “recognizes that selling, 
as it is commonly defined, simply does 
not exist. Super Giant will offer 
assortment because we feel that re- 
jection may be more important than 
value.” 


” 


“The closed door discount house, has 
become the glamour girl of the in- 
dustry,” said Joseph A. Marcus, gen- 
eral manager of GEM, Inc. “The 
closed door discount house is neither 
a discount house, because we do not 
shoot at prices nor do any advertis- 
ing, nor a department store because 
we go beyond the department store 
in selling automobiles, gasoline, ete. 
Membership is limited in the Wash- 
ington, D.C., area to government 
workers “who feel they are underpaid 
and resentful toward others.” 

“The secret of our success is faith. 
Our members know they will get the 
best possible price, not on a given 
day but every day. Three-quarters of 
the 100,000 items we carry are the 
same prices as they were a year ago.” 

The NARDA dealers’ general re- 
action was “a plague on all their 
houses.”” They turned their attention 
to a full week of concentrated study 
to learn more about improving their 
operations, hoping the mass mer- 
chandisers will “eat each other up.” 





Prediction For Utility Appliance: 


While appliance manufacturers all 
over the nation were singing the 
blues about shrinking profits, con- 
fident Victor Carter, chunky presi- 
dent and board chairman of the Re- 
public Corp., made an_ optimistic 
prediction : 

Utility Appliance Corp., just 
merged into the sprawling Republic 
complex (based on the famed motion 
picture company), will earn about $1 
million during the next year on a 
volume of about $22 million. 


This was no idle boast, predicted men 
who have watched Carter’s successes 
with Republic since he gained con- 
trol in 1959. Net income of the com- 
pany climbed more than 254% in the 
1960 fiscal year ending October, 1960. 


Acquisition of Utility late last month, 
through an exchange of a share of 
Republic stock for 1.45 shares of 
Utility, aims Republic at eventual 
national distribution of the appliance 
subsidiary’s products—Gaffers & Sat- 
tler built-in gas and electric ranges, 
furnaces, air conditioners, water 


heaters and other home products un- 
der the Mission, Bauer and Utility 
labels. Utility is based in Los An- 
geles, but Carter foresees that in- 
creased sales activity eventually will 
lead to manufacturing plants in the 
East and Midwest. The big push, he 
said, initially will be on the range 
lines. 

Republic’s dynamic chief took over 
as president and chief executive offi- 
cer of Utility on the resignation of 
Ben B. Breslow. Then Carter praised 
Utility’s present personnel as keys 
to the company’s future development. 

“With the able assistance of Utili- 
ty’s existing, highly competent admin- 
istrative, technical and sales staffs,” 
he said, “we are confident we can look 
forward to a very bright future for 
the company.” 


He was cosy with details about future 
plans. But Carter’s stress at Republic 
has been to cut costs (10 executives 
were lopped off Republic’s payroll 
and management overhead was sliced 
by $300,000) and to promote hidden 
sources of revenue. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


THIS 
IS A 
PROMOTION IN 
“FILE 13” 





But, for every one that lands in “File 13”, there are dozens 
of tested and proved promotions ready to go to work for 
you. Every RCA WHIRLPOOL appliance promotion has been 
checked for effectiveness before you hear about it. If it 
doesn’t measure up, into the wastebasket it goes... no 
matter how good it looked on paper. If it does work, you get 
it complete with tools to put on what we know can be a 
successful promotion...a promotion that sells merchan- 
dise. This same exhaustive research and testing goes into 
every phase of our operation... product design and manu- 
facture as well as advertising and promotion. It’s another 
step toward the quality performance that creates satis- 
fied customers and repeat sales. Again, we promise “Your 
greatest asset is our quality performance!” 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


‘Wringer Washers e Dryers e Washer-Dryers e Sage eats e » Freezers 


, 
w 
Use of trademarks A on 
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housewares 


Philco’s lonitron lists at $100. 


Negative lon Generators: 


Is There 


According to most people in the 
appliance business, negative ion gen- 
erators are scheduled to become the 
industry’s hot items in the next few 
years. Everybody agrees the market 
potential is limitless and that nega- 
tive ion generators will really hit it 
big just as soon as some of the con- 
fusion in the industry is cleared up. 


What is a negative ion generator? It’s 
not an air purifier and shouldn’t be 
confused with one. Probably the 
easiest way to differentiate between 
the two air treating devices is to 
remember that a negative ion gen- 
erator adds something (negative 
ions) to the air while an air purifier 
is designed to remove something 
(smoke, odors, bacteria, dust and 
pollen) from the air. Some of the 
air purifiers and negative ion gen- 
erators on the market combine the 
functions of air cleaning and air 
ionization in a single unit. 


Nobody knows exactly how, but accord- 
ing to medical research that has been 
going on since the 1930s negative 
ions do relieve certain respiratory 
ailments and impart a general feeling 
of well-being. That’s enough to make 
most makers of ion generators be- 


Price on Tribotron’s unit is $79.95. 


lieve that they’ll really sell in the 
next few years. Ironically, the at- 
tributes of ion generators that point 
to big sales also give the industry 
its biggest headache. 


“Marketing negative ion generators is 
the big problem facing the air treat- 
ment industry,” a manufacturer told 
EM WEEK. “Do you market them 
through drug stores where they will 
be sold mostly on the advice of doc- 
tors or pharmacists specifically to 
relieve allergies and hay fever?” he 
asked. “Or do you market them 
through your normal: distribution 
channels so that they can be retailed 
through department, appliance and 
hardware-housewares stores? In the 
first example, you’re obviously limit- 
ing your potential market. On the 
other hand, if you rely on the normal 
appliance marketing patterns, you 
face the possibility of trouble with 
the government over advertising and 
false claims,” he explained. 

Most manufacturers aren’t wait- 
ing for anything. They’re marketing 
their products through the normal 
channels because they believe that 
once the public is educated about the 
values of negative ionization, the 
biggest sales potential will exist in 


$69.95 is the Roberts price. 


department, appliance and hardware- 
housewares stores. 


At least one company—Philco—is put- 
ting all its chips on retail drug dis- 
tribution. Company officials claim 
that retail drug stores are “natural 
outlets” for negative ion generators. 
Besides, they hope that by selling 
their new ionitron ($100 suggested 
price tag) through drug stores and 
on the advice of doctors and pharma- 
cists, they won’t run the risk of 
knocking heads with the govern- 
ment’s regulatory agencies—as the 
air purifier makers did (EM WEEK, 
Dec. 5, ’60, p6) last year. (A spokes- 
man for the Food and Drug Admin- 
istration told EM WEEK that the agen- 
cy has negative ion generators under 
“active study.” Although he claimed 
there are no cases pending now, he 
said that FDA staff members are 
“seriously questioning if the negative 
ion concept has any medical signifi- 
cance.’’) 


Another less serious question facing 
ion generator makers is whether they 
should combine the functions of an 
air purifier and a negative ionizer in 
a single unit. Some—Emerson Radio 
& Phonograph Corp., Permatron, and 


Anything In Them For You? 


the Nucleonic Corp. of America—do 
combine both functions in their units. 
They claim that this is the road the 
industry must take if it wants to 
increase volume and justify high— 
$39.95 to $200 plus—price tags. 


These Companies Make Them 


Emerson Radio & Phonograph Corp., 
14th & Cole Sts., Jersey City, N.J: 

Emerson Elec. Mfg. Co., 8100 Floris- 
sant Ave., St. Louis 36, Mo. 

Engelhard Industries, Inc., 113 Astor 
St., Newark 2, N.J. 

Fresh’nd-Aire Co., Div. of Cory 
Corp., 3200 W. Peterson, Chicago. 

Nucleonic Corp. of America, 196 De- 
graw St., Brooklyn 31, N.Y. 

Permatron Corp., 666 E. Kensington 
Rd., Arlington Heights, III. 

Philco Corp., Tioga & C Sts., 
delphia 34. 

Radex Corp., 2076 Elston, Chicago. 

Roberts Electronics, Inc., 5920 Bow- 
croft St., Los Angeles 16. 

Schramyer Co., 111% E. Main St., St. 
Charles, IIl. 

Tribotron Corp., Petaluma, Calif. 

U.S. Radium Corp., Hanover Ave., 
Morristown, N.J. 

Waring Products Corp., 114 Lake St., 
Winsted, Conn. 


Phila- 
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Two Feet Of Heat 


Model BH-171 is the newest addition to the 
Fresh’nd-aire heater line. The unit, measuring 


Fruit Pattern At Stix 


Fruit is the newest pattern of self-adhesive 
plastic covering manufactured by Stix Products, 


742x41x26%4 inches, has multi-coil construction Inc. 


to provide maximum heat in 15 seconds. Other 
features of the reflector heater are safety tip- 
over switch, carrying handle and non-skid rub- 


ber feet. 


The 1000-watt unit operates on 120 volts, ac/dc. rolls. 


The cabinet is beige with goldtone. 
Suggested retail price: $16.95. 
Cory Corp., 3200 W. Peterson Ave. 

Tu. 


6 


, Chicago 45, 


It carries a suggested retail price of 49 cents 


a yard. 
Stix Products, Inc., 
icas, New York 1. 


It can be used on any smooth, dry, clean sur- 
face and will cover everything from shelves, cab- 
inets, splash areas to complete walls. 

The plastic material comes in 18-inch wide 


866 Avenue of the Amer- 


pe gee 


DX 


Non-Stick Pan Double-Coated 


The Magic-Kote, 1014-inch aluminum, non-stick 
frypan is double-coated with Dupont Teflon fin- 


ish. The American-made pan is of 10 gauge alu- 


minum with a handle of heat resistant plastic. 

The pan will be sold on a market-by-market 
basis as stocks become available. The 
turer pointed out that it has been testing anti- 


manufac- 


adhesive coatings for the past year. 


spatula. 


Pa. 


Suggested retail price: 


$7.95 with wooden 


Wear-Ever Aluminum, Inc., New Kensington, 
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No price as yet on Permatron’s unit. 


Accentuate The Positive 
When You Merchandise 
Negative lon Generators 


“Negative ion generators—like all 
health and comfort appliances—have 
growth potential.” That’s the opinion 
of Dominic Tampone, president of 
Hammacher Schlemmer, New York’s 
posh specialty store and one of the 
few conventional retail outlets now 
carrying negative ionizers. 

Interest by housewares retailers 
and manufacturers in negative ion 
generators, which now are sold al- 
most exclusively through medical and 
surgical appliance outlets, has been 
stimulated by the units introduced 
recently by Phileco (See photo, page 
6, and EM WEEK, July 24, pl4), and 
U.S. Radium Corp., Morristown, N.J. 
(see photo above). Philco’s genera- 
tor, with a retail tag of $100, will be 
sold primarily through drug stores; 
U.S. Radium’s at $149.50 is currently 
being sold at Hammacher Schlemmer. 

On the manufacturing level, War- 
ing Products Corp., Winsted, Conn., 
is working on a negative ion genera- 
tor and should have one on the mar- 
ket in the very near future. 


How do you sell them? Tampone ad- 
mits that they are difficult to mer- 
chandise. 

“You can’t make any definite medi- 
cal claims and there’s no visual way to 
demonstrate a negative ionizer. As a 
matter of fact, it doesn’t even work 
on everyone,” he commented. As one 


U.S. Radium, $149.50 


ionizer manufacturer pointed out: 
“All you can see is a little light go 
on.” 

But Tampone did give EM WEEK 
several pointers on how an aggressive 
appliance retailer could. merchandise 
them. 


“Slant it to the person who feels mis- 
erable and will try anything.” Ham- 
macher Schlemmer’s chief executive 
said he believed in the growth poten- 
tial of health and comfort appliances 
such as negative ion generators be- 
cause, with advances in medical sci- 
ence, there will be more older people 
in the population and many of them 
will be suffering from an ailment that 
can be relieved by the use of a health 
appliance. 


Offer return guarantees. “We know 
our customers will take a chance with 
us because they can return the unit 
for credit if they’re not satisfied 
with it.” 


Train your salesmen. “A customer 
must have confidence in the store and 
salesmen, especially when you’re sell- 
ing a product whose claims are so 
difficult to demonstrate.” 

Tampone advised stores to acquaint 
their salesmen with the _ technical 
story of ionizer. He also suggested 
that stores advise their customers to 
get a doctor’s opinion on the benefits 
of negative ionization. 

“A medical authority is very help- 
ful in selling a product like this,” he 
commented. 
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3 Ways To Improve 
New Eastern Show 


As the first Eastern Housewares 
Show ended its four-day stand at 
New York’s Coliseum last week, 
buyers and exhibitors evaluated the 
regional exhibit and suggested ways 
it could be improved. 

Most exhibitors expressed satis- 
faction with the initial event, noting 
that some order writing and con- 
tacts were made. Buyers, on the 
other hand, felt the show lacked 
scope but could be improved. In 
summing up, housewares men made 
these suggestions to EM WEEK: 

1—The show management (Hall- 
Erickson, Inc., Chicago) “should 
make more noise.” Heavier advance 
publicity was one exhibitor’s sug- 
gestion. Another expressed’ the 
opinion that seminars and meetings 
would improve traffic. A third manu- 
facturer felt the show would have 
more drawing power “if a big name 
housewares speaker” were invited. 


AUGUST 14, 1961 


2—Big-name and nationally ad- 
vertised manufacturers should be en- 
couraged to exhibit their wares. A 
repeated complaint from buyers sur- 
veyed by EM WEEK was that the show 
was too small and lacked scope. They 
pointed out that exhibitors, for the 
most part, were limited to secondary 
or local housewares manufacturers. 
Several buyers also noted there were 
few important electric housewares 
manufacturers. 

3—More new products should be 
available. A number of buyers who 
visited the National Housewares Ex- 
hibit in Chicago last month, com- 
mented that there was very little at 
the Eastern show that couldn’t be 
found at the Chicago event. 

Hubbard Erickson, one of the show 
managers, said there “definitely” 
would be a show next year and efforts 
would be made to get big name 
manufacturers to exhibit. 
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SUNBEAM IS TRYING TO GET ITS SHAVER DEALERS 
into the parts business. By the end of August, 
the company hopes to have national distribu- 
tion in department, hardware, drug, jewelry, 
housewares, and appliance stores for its new 
parts kits. 

The pilfer-proof kits carry replacement shaver 
blades and heads for all Sunbeam shavers as 
well as replacement combs, cords, and sharpen- 
ing compound. They’re designed for counter-top 
display at cash registers and check-out points. 
Dealer cost is $31.39; the retail value is $41.90. 

At the same time, Sunbeam is setting up an 
inventory protection plan for its shaver dis- 
tributors. According to B. H. Melton, shaver 
division head, every distributor who buys at least 
two gross of shavers by Sept. 23 can return 25% 
of any unsold shavers still in his stock on Dee. 
15. “With this plan,” said Melton, ‘anybody 
can be a buying genius because he will have a 
25% margin for error.” The company is encour- 
aging its distributors to pass the benefits of the 
plan on to the dealers. * 


JAPAN’S FIRST ELECTRIC CAN OPENER made its debut 
last week. Hitachi—the giant Japanese electric 
manufacturer—introduced its SCG-20 at $13.83 
for the domestic market. The company wants 
to export the can opener to the United States 
as soon as monthly production is increased from 
6,000 to 10,000-plus some time this fall. The 
f.o.b. price has yet to be set. * 


ANALYSIS OF BUYER REGISTRATIONS for the July 10- 
14 NHMA Housewares Show—the first mid- 
year exhibit to be held in Chicago—showed the 
greatest national pattern ever recorded for a 
mid-year show in the history of the National 
Housewares Manufacturers Assn., according to 
Dolph Zapfel, secretary. “Registrations show,” 
Zapfel said, “that 29 states sent more buyers to 
Chicago this year than attended 1960’s exhibit 
in Atlantic City, with 53% registered from out- 
side the immediate Midwest area. This compares 
with less than 20% registered from other than 
the immediate Eastern area when the shows were 
held there.” Registrations totaled 8,131 this year 
compared to 7,957 in 1960. (For a complete ex- 
hibit analysis, see next week’s issue of EM 
WEEK. ) ® 


A NEW “SUPER WIRE” made of Tefion “FEP”—cur- 
rently being used in data processing equipment 
and miniature circuiting—will, with proper 
care, make short circuiting in home appliances 
a thing of the past, according to the Philadelphia 
Insulated Wire Co., Morristown, N.J. The new 
wire may soon be used in a wide variety of home 
appliances. Teflon is the same material that 
manufacturers use to coat their non-stick fry- 
pans. & 
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HOME ELECTRONICS SALES FOR SIX MONTHS: Retail 


television sales totaled 2,639,184, only 0.69% 
off last year’s figure for the first half, according 
to Electronic Industries Assn. figures. Radio 
sales for the first half were booming at 4,390,- 
180, a whopping 13.2% ahead of last year’s 
record pace. First half production figures still 
trailed last year’s comparative totals. TV pro- 
duction (2,801,136) was off 5.46%, radio pro- 
duction, excluding auto units, hit 5,155,499 and 
trailed last year’s six-month figures by only 
0.88%. FM radio production (356,595) was off 
19.84%. * 


JAPAN’S TV AND RADIO PRODUCTION CURVE is still 


creeping up, reflecting a booming domestic and 
overseas market. Japan’s Electronic Industries 
Assn. reported that June production of TV sets 
hit 392,095, radio production totaled 1,181,936. 
Radio production breaks down this way: 185,635 
tube radios, 995,301 transistor units. Almost 
40% of the transistor radio production, or 394,- 
900 units, was six-transistor units. = 


HERE’S WHAT JAPAN SHIPPED TO THE U.S. in June, 


on customs clearance basis—270,613 transistor 
radios (worth $2,854,500) ; 185,933 tube radios 
(worth $1,218,000) ; 419,919 toy radios (worth 
$999,300) ; 1,119 19-inch or larger TV receivers 
(worth $111,860) ; 47,113 tape recorders (worth 
$930,600) ; and 3,679 pieces of stereo equipment 
(worth $114,500). * 


BETTER BUSINESS NOTES: Maytag last week increased 


production schedules for clothes dryers and com- 
bination washer-dryers, adding 200 workers to 
the payroll. A seasonal upturn in demand for the 
appliances was cited as reason for the speed-up. 

And Kelvinator reduced its annual vacation- 
inventory shut-down from three weeks to two 
weeks. Three-week shutdowns have been normal 
since 1956. Since the beginning of the year, 
nearly 500 production workers have been added 
to the work force. & 


A NEW TREND IN INCENTIVE GROUP TRIPS has been 


revealed in a recent survey by the Marketing 
Sales Plans Co., New York. More to the trip, 
but fewer trips in all, seems to be the current 
pattern for group travel in the appliance indus- 
try. While the national outfits are ready to try 
distant Japan and Tahiti, distributors and re- 
gional sales offices will make greater use of New 
York “theatre weekends,” Florida, the Gulf 
Coast, and Las Vegas. s 


SOMETHING NEW IN LONG-RANGE, SHORT WAVE TV 


has been introduced by Dr. Sid Deutsch of Brook- 
lyn Polytechnic Institute. By converting conven- 
tional TV equipment for short wave transmis- 
sion, the professor has developed a system for 
transoceanic broadcasting which he terms “‘in- 
expensive and workable.” a 


Discounters Get Word: 
Future Will Be Rosy 


For the first time last week the 
discounters, whose operations have 
been sending shivers down the spines 
of more conventional retailers, got 
together. More than 1,000 attended 
the first Discount Management Con- 
gress at New York’s Astor Hotel, 
heard three days of speeches by the 
experts and discussed the state of 
their growing industry. 


The accent was on the future and suc- 
cess. The optimism of the mass mer- 
chandisers was summed up best by 
M. M. Zimmerman, president of the 
Super Market Publishing Co., who 
made these predictions: 


“You are in the midst of the fourth 
revolution in distribution. First was 
when department stores came and 
under one roof presented organized 
departments of merchandise. 

“The second was the chain stores, 
small organizations of retail food 
stores. 

“Third were supermarkets, which 
overwhelmed the food industries. 

“Now on the horizon is the dis- 
count house. Don’t be ashamed of the 
word ‘discount.’ I would call you 


‘low price’ stores. And your public 
acceptance is growing all the time. 


“Competition may look on you as 
vicious price competitors. Yet you 
are giving price to consumers. And 
you will win the same acceptance 
supermarkets did. 


“With all the service you can offer, 
nothing takes the place of low price. 
It is the No. 1 attraction to the con- 
sumer. 


“What is the biggest challenge you 
face? Maintaining your low price 
operation. Department stores started 
as discount operations .. . they 
added service and eventually got the 
highest overheads in the business. 

“Now you are challenging depart- 
ment stores. They aren’t going to go 
out of business. They have experi- 
enced management. And they’ll come 
down to meet you. 


“You are the future huge volume dis- 
tributors. Within the next decade, 
the discount industry will become 
one of, if not the most, important 
factor in retail merchandising.” 


And What Speakers Told Them 


On discount appliances: 

“A major appliance department is 
a necessity. It is in this type of mer- 
chandise that in many instances you 
can show your customer a large in- 
dividual dollar saving over the con- 
ventional store . . . While the major 
appliance department must be oper- 
ated on a very narrow margin, re- 
sulting in practically no profit from 
this department, it is essential in 
order to maintain the image of the 
store.”—Harry L. Foster, president, 
Save-Co Veterans and Services. 


On location: 

“Locations on the extreme outer 
fringe of residential areas are no 
longer preferable for discount opera- 
tors because they are too vulnerable 
for interception for competing units. 
Today’s ideal location is closely sur- 
rounded by heavy population on at 
least three sides . . .”—Richard Law- 


rence Nelson, president, Real Estate 
Research Corp., Chicago. 


On advertising: 

“Certainly you need to do your 
price advertising, showing your price 
leaders. We feel this must be done 
with a consistent image at all times. 
And ... we feel that well coordi- 
nated institutional advertising, in 
addition to your price ads, is invalu- 
able in building traffic.”—A. S. Black, 
president of A. S. Black & Co., Hous- 
ton, Tex., advertising agency. 


On personnel: 

“.. I don’t think we should waste 
much time discussing whether train- 
ing is worth the expense and effort. 
I suspect the organization that doesn’t 
believe in training is in for a very 
short ride.’”’—Tod Brindle, director of 
operations; research and training di- 
vision, Penn Fruit Co., Philadelphia. 








Rekas Appointed 


Midwest Editor 


Nicholas G. Rekas has been ap- 
pointed Midwest editor of EM WEEK, 
with headquarters in Chicago. He 
replaces Ken Warner, who has re- 
signed. For the past year, Rekas has 
been manager of product service pub- 
lications for Hotpoint. 

A graduate of Roosevelt College, 
Rekas began his career in journalism 
with the “Chicago Daily Times” as a 
copy editor in 1944. Several years 
later he entered the field of public re- 
lations as a free lance publicity di- 
rector. In 1952 Rekas was appointed 
supervisor in retail advertising and 
sales promotion for Montgomery 
Ward, a position which he held until 
joining Hotpoint in 1959. 

As assistant to the advertising- 
sales promotion manager for Hot- 
point, Rekas supervised creation of 
product literature and helped develop 
promotion of refrigeration products. 
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15,500,000 


GUARANTEED 
CIRCULATION 


A Reader's Digest report to advertisers 


Starting with the January, 1962, issue, 
Reader’s Digest guarantees an average 
paid circulation of 13,300,000 in the 
U.S. alone. 


The number is so big that putting it 
into the same frame of reference with 
other advertising media is a problem. 
Perhaps this helps: 


13,300,000 is twice the U.S. circula- 
tion of Life, Look or the Post. Few net- 


work TV shows are seen in as many as 
13,300,000 homes. 13,300,000 is one 
U.S. home out of four. 


But circulation quality, we believe, 
is even more important than quantity. 


How it grew 


You know a lot about the quality of an adver- 
tising medium’s circulation if you know how it 
was acquired. 

The Digest’s circulation-promotion policy has 
not changed since the magazine was founded 
nearly 40 years ago. Here is our proposition to 
prospective subscribers: Try Reader's Digest 

. . if you like it, buy it. We extend the offer 
chiefly through the pages of the Digest itself 
and by direct-mail and local-media advertising. 

10,000,000, or 75 per cent, of our new guaran- 
teed total were solicited and became sub- 
scribers entirely by mail. Nearly two million 
more, each issue, choose the Digest at their 
newsstand or supermarket— more than buy any 
other general magazine (except TV Guide) at 
any price. 

These are voluntary buyers. Voluntary circu- 
lation, we find, is highly loyal and responsive. 


What ‘‘who they are’’ means to advertisers 


Digest buyers are readers. And readers are not 
“just people.” Being readers, they are better 
educated, more influential, have more money 
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to spend than the average. Evidence: Politz 
shows that 45.3 per cent of the U.S. adults who 
went to college read an average issue of the 
Digest. So do members of 59 per cent of house- 
holds with incomes over $10,000. 


“‘Fulfilling’’ for another magazine 
The owners of Coronet recently decided to stop 
publication with their October issue. They 
asked whether the Digest would provide con- 
tinuing magazine service to prepaid Coronet 
subscribers who were not already Digest sub- 
scribers. We agreed. 

Our first move will be to offer a choice to the 
unduplicated Coronet subscribers. Our offer: 
The Digest or your money back. 

Perhaps as many as one million Coronet 
names will be added to our lists beginning in 
January. Most of these subscriptions will expire 
in 1962. 

Only 300,000 from the Coronet source are 
included in the Digest’s new 13,300,000 guar- 
antee for 1962. Any beyond 300,000 will be an 
extra bonus for our advertisers. 


1961, three had circulations over 13,000,000, 
beating the existing guarantees by more than 
650,000. 

Circulation in 1962 will continue well ahead 
of guarantee. Some of these issues will undoubt- 


edly exceed 14,000,000. 


New advertising rates 
New rate cards for 1962 issues are now avail- 
able. A four-color page will cost $47,500 before 
discounts. Cost-per-1000 for a four-color page 
will be $3.57, so that Digest four-color rates 
will, as usual, be based at about half the level 
of other general magazines. 

Another policy which we (alone among major 
magazines) will continue is that page advertise- 
ments will always be faced by full pages of 
editorial material. 

If you want national coverage with a guar- 
anteed circulation of only 6,650,000, beginning 
with our January, 1962, issue, you may schedule 
your advertising for half of the total Reader's 
Digest circulation. Cost, four colors: $28,500. 


The company you keep 





Speaking of bonuses... 
Look at the chart below, please. 
See the growth in guarantees 
and the “more-than-advertisers- 
pay-for” bonus every year for 
many years. Not shown in the 
chart: Of the first six issues in 





People have faith in 


eaders 


Dige st 


By the reliability of editorial 
content, the Digest has earned 
a position of unique trust and 
confidence with its readers. Act 
now, to build sales by commu- 
nicating with the bigger, better 
market that the Digest offers. 
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13 HOW CIRCULATION HAS GROWN 


4,000: 2”, 
13,024,000* .® 





MILLION SINCE READER'S DIGEST BEGAN 
TO CARRY ADVERTISING 
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YOUR personal BUSINESS 





How much is the electricity in a split-second bolt of lightning 
worth? Oddly enough, only about 25 cents. But a quarter's worth of 
natural phenomenon is all that is needed to snuff out a life, ob- 
literate a building or leave a tree in splinters. Every second, 100 
bolts of lightning bombard the earth, each containing up to 340,000 
amps of current. But you can never tell where or when lightning will 
strike. It's unpredictable, devastating and spectacular, and it 
strikes an average of 60 times a year within every square mile of the 
country. - 

If you're outdoors in a threatening thunderstorm and suddenly have 
the feeling that your hair is beginning to stand on end, you may be 
its next target. You could be on a golf course, ready for a leisurely 
round and about to tee off. A split-second later, lightning could 
reduce you to a crumpled form clutching a curiously crooked club. 
Lightning cannot be prevented, but such a grotesque fate can be 
avoided. Here are a few things to keep in mind: 

e If you are out in the open, remote from a protected building, head 
for the nearest ditch or depression and lie down so you will no longer 
be the tallest object in the area. If you happen to be anywhere near 
your car, get into it immediately. Don't go near an isolated tree, 
a wire fence or overhead wires, and get off an open hilltop. If you're 
in a boat or swimming, get back to shore as soon as possible. And if 
you're out on the golf course, forget the score and lie down in the 
nearest sandtrap. 

e If you are indoors in an unprotected building, keep.away from metal 
objects, the fireplace, television set, telephones and sinks. Don't 
stand in doorways or near open windows. Lightning is as likely to 
strike wood or masonry as steel. And don't count on your television 
antenna for any protection. It's neither grounded with a sufficient- 
sized conductor nor built to handle the searing power of a lightning 
stroke. Best bet is a properly grounded metal rod and conductor sys- 
tem installed by an expert. 


AAA 


Are you keeping federal tax deductions in mind as you travel this 
summer? Remember when April rolls around you can count on a full 
deduction for state taxes paid in states visited on your trip. Keep 
track of state gasoline taxes especially—on a summer tour they can 
total 20% or more of your fuel expenses. And don't forget taxes tacked 
on merchandise, food, and hotel lodgings. 


A AA 


How would you like to take command of a fully equipped PT boat? If so 
inclined, you may be able to with the help of the Government Printing 
Office. There's a booklet (#499566) available which describes all the 
surplus equipment Uncle Sam is trying to unload. Chances are, though, 
you're no prospect for a low-priced PT, a tank or evena tent. But this 
doesn't mean you can't take advantage of the services which the Gov- 
ernment Printing Office has to offer. The booklet on surplus goods is 
only one of 40,000 available. 

e@e You can start exploring the world of government publications by 
writing to the Superintendent of Documents, Government Printing Of- 
fice, Washington 25, D. C., for the free, bi-weekly catalog called 
the "Selected List of U. S. Government Publications." This will give 
you a pipeline to a vast reservoir of information. Ever wondered how 
to build an outdoor fireplace? Thinking about taking up jujitsu? What- 
ever your interest, Uncle Sam probably publishes a text on the subject. 
And you'll find many of the publications are free. 


A A A 


Going for duck this fall? If you've been hoping for a longer season 
and bigger bag limit, you may be out of luck. Because of the dwindling 
duck population the season may be closed this year. Better hunt geese, 
prospects are good and there's no talk of a closed season. 
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“But, Mr. Stein, there must be another way to get prospects in- 
stead of me joining the Army Reserve .. .” 


IT ALL STARTED WHEN 


Color Became 
A Factor In 


Not too many years ago the housewife’s kitchen 
decorating problem was a simple one—what goes 
with white? Refrigerators, sinks, washing ma- 
chines used to come in just one color. The switch 
to colored appliances was not only a boon to deal- 
ers, but allowed the housewife a wide assortment 
of color ideas to match her particular tastes. The 
use of eye appealing color, however, has caused 
industry a great many more problems than that 
simple white refrigerator ever caused. As indus- 
trial psychologists found out, colors cause emo- 
tional reactions. 


Soon after a blood red interior was introduced in a 
new model automobile, drivers complained that al- 
though the color was appealing, it gave them a 
headache. In fact so many complaints were sub- 
mitted to the company that the color had to be 
curtailed. 

Every year more and more color psychology is 
being used in business and industry. When a 
margarine company recently found its sales drop- 
ping off, it called in color psychologists to see if 
there was anything wrong with the design of the 
new package. They found the reason. The package 
showed a piece of margarine enclosed in a cake 
of blue ice. Ice combined with blueness started 
off a chain of associations in the minds of con- 
sumers—blue and cold, lifeless, synthetic. When 
the company changed their package design to 
show margarine as part of a yellow and green 
flower (warmth, health, life, fertility, nature), 
sales picked up rapidly. 


In the area of foreign sales, color plays an even 
more important role. Certain religious and tribal 
taboos can actually make or break a market. For 
example, an oil company in India did a tremen- 
dous business when it decided to sell its product 
in a can on which a red monkey was painted. The 
monkey god Hanuman is very popular in Indian 
mythology, and red is the color of Brahma, the 
Hindu’s greatest god. However, a radio manu- 
facturer found out he could make nothing but 
blue sets for certain native tribes in Northern 
Rhodesia. Blue was the only color that did not 
clash with the hundreds of tribal superstitions. 
Another concern found no market for its pins in 
China. Nobody would buy them because they were 
in a dark blue package, the color of death to the 
Chinese. 

During the Korean War, UN forces dropped 
leaflets to the Chinese promising $100,000 reward 
for the pilot who would fly a MIG jet intact to 
the UN troops. The leaflet was printed in black 
on blue background. To the Chinese, a black-blue 
color combination symbolizes the lower classes. 
The leaflet had little effect upon the Chinese 
troops. 

Had it been printed in red-on-white, traditional 
in China for important notices, results might 
have been different. 


Color can even affect the purchase of your morning 
newspaper. A New York paper recently told about 
Natale Costa, a newsstand operator in New York. 
He painted his drab olive green stand a bright 
canary yellow and watched his sales jump 100%. 

“Yellow’s the best for a customer,” said Costa. 
“Tt wakes ’em up, just like the sun in the morn- 
ing. Some’s in a hurry to get home. When they 
get here they got to open their eyes.” 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger 
who, as assistant editor on the staff of McGraw- 
Hill’s “Product Engineering,” is in a unique posi- 
tion to pursue the subject. For some years now, 
he has written a widely read column of historical 
anecdotes for his own magazine. It makes such 
fascinating reading that EM WEEK has asked 
Leerburger to do a similar column for this page. 
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SPECS ON TV 


How to sell TV, combined with specifi- 
cations on all black-and-white and 
color television sets, will be the big 
EM WEEK exclusive offering next 
week. Don’t miss this valuable selling 
tool that will bring you profits. 
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S. E. Sweet 
of Whirlpool 


R. L. Brintnall 
of Whirlpool 


Whirlpool Corp.—S. E. Sweet, former- 
ly general manager of the refrigera- 
tion division, was named director of 
merchandising, a new position. 

Reporting to him will be three new 
general managers of product divi- 
sions. They are: Sweet’s successor as 
general manager of the refrigeration 
division, H. Thomas Stroop, formerly 
sales manager; Robert L. Brintnall, 
who succeeds Harry Kanes, resigned, 
as general manager of laundry prod- 
ucts; Paul F. Armbruster, formerly 
Southwestern regional manager, who 
succeeds Brintnall as general man- 
ager, ranges. Lincoln Larkin remains 
general manager, air conditioners. 

Charles Reinbolt, general manager 
of the specialty product division 
(dishwashers, disposers and vacuum 
cleaners), which was absorbed into 
the refrigeration division, was named 
east central regional manager. He 
succeeds Chester F. Worthington, 
who became manager of the Detroit 
sales branch, replacing C. Edward 
Reiner, who resigned. 








P. F. Armbruster 
of Whirlpool 


H. T. Stroop 
of Whirlpool 


General Electric Co.—Gerald L. Phil- 
lippe, new president of the company, 
and Cramer W. LaPierre, new execu- 
tive vice president, were elected to 
the corporate board of directors. 
Phillippe was comptroller and La- 
Pierre was vice president and execu- 
tive in charge of the electronic and 
flight systems group. 


Gibson—James Farrell was named 
vice president in charge of room air 
conditioner and dehumidifier sales. 
After resigning as manager of York’s 
room air conditioner division, Far- 
rell was named vice president of sales 
for the Lewyt Corp. 


Packard-Bell—Lowell R. Day was ap- 
pointed to the newly created post of 
executive vice president. He had been 
secretary-treasurer of the company 
and will retain the office of treasurer. 





C. W. LaPierre 
of G-E 


G. L. Phillippe 
of G-E 


Here Is The Best Appliance Truck 
Money Can Buy Because Only The 
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EXCLU WELY THESE TWO FEATURES 


SLL-STEEL RATCHET STRAP 
P TIGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
ground load. When loosened, spring action auto- 
atically rewinds the strap in a neat coil, out 
. way and instantly 
ath y for its next use. A real 
gver! EXCLUSIVE e 





WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 


STEVENS APPLIANCE 
TRUCK CO. 
DEPT. E BOX 897 
AUGUSTA, GA. 


MODEL SRT 
“me 


MODEL MRT 


Magnesium Light! 
Magnesium Strong! 


APPLIANCE TRUCKS | SOLD ON A MONEY-BACK GUARANTEE! 











Always first inv quality... now topa in beauty 


. GAS AND ELECTRIC RANGES 


THE BEST LOOKING . . . THE BEST COOKING... 


THE BEST SELLING 


if you don’t know Enterprise, you owe 
it to yourself to find out more about 
this medium priced line with the fea- 
tures and quality of high priced ranges. 


Enterprise is built to exacting 

standards by skilled craftsmen 
who have been manufacturing 
ranges for over a century. 


Now this service-free quality has 
been t d with beautiful, new, 
contemporary styling to bring you 
the greatest value in free-stand- 
ing ranges anywhere. 














ELECTRIC 
36” SERIES 
MODEL 124A 


WRITE TODAY FOR NEW CATALOG 
Phillips & Buttorff Corporation 


Nashville 8, Tennessee 


36” SERIES 
MODEL 1624-A 






































START MAKING MORE SALES AND MORE 
MONEY THAN YOU EVER DREAMED 
POSSIBLE. YOU'LL DO IT WITH ADMIRAL 
IN PORTABLE TV. START RIGHT NOW! 
CALL YOUR ADMIRAL DISTRIBUTOR! 
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Jets you ma 
than you ever 


Admiral, number one in 19” quality Portable TV, explodes the big- 
gest sales bombshell of the year! It’s the Portable TV Jubilee. 
Here’s a tested promotion guaranteed not only to bring traffic 
into your store...but to SELL THEM...with the BIGGEST PROFIT 
you've ever made on a portable sale. It’s exciting! It’s complete! 
It’s ready for you right now! 


1. CASH BONUS! Earn a record-smashing cash bonus. Yes, 
right now for a limited time you can get cold, hard cash...and 
plenty of it t for : signing up on on the Portable TV Jubilee. 


2.-3. FREE PORTABLE TV STANDS! REG. $12.95 VALUES! 
A tremendous closer and extra profit-maker. Eye-catching satin 
finish brass, roll-around stands absolutely free! Really clinches a 
portable sale fast! 


4. COLORFUL MAILING PIECE! A tested consumer mailing... 
bright, exciting...a sure-fire traffic builder that tells your cus- 
tomers all about your Portable TV Jubilee. 


ed RAR 


ke more money 
dreamed possible 








5. SENSATIONAL TRAFFIC BUILDER! A gleaming TV Snack 
Tray! It’s an imported reproduction of the famous “Sheffield” 
Heirloom Design. Regular $2.00 value. You can offer for 59c. 
Watch them go for this deal! 


6. LOCAL IMPACT NEWSPAPER ADS! Big space newspaper 
ads in your market to back up the Jubilee...to tell them and sell 
them on buying now at your store. 


7. FREE SALES TRAINING FILM! You'll see an interesting 
film to get your salesmen going at fast clip on your Portable 
TV Jubilee. 


8. EYE-CATCHING POINT OF SALE! Gives your store that 
exciting Jubilee atmosphere. Puts your customers in the mood to 
buy and tells them about this once-in-a-lifetime sale! 


ADMIRAL 
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EXCLUSIVE EM WEEK SURVEY SHOWS 


How Dealers 
Are Selling TV 


How well are you selling television sets? One of the 
most difficult areas to get a fix in the consumer electronics 
industry is the true retail price dealers are charging and 
still getting volume. 

So EM WEEK set out to find some answers to this ques- 
tion and to survey a number of other pertinent dealer 
problems. EM WEEK wanted to know, for example, how 
big the trade-in television business is and what dealers 
are doing with used sets. 


How Dealers Rate Buying Factors 


Brands 25% 


Quality of Picture 24% 


Service 21% 


Furniture Styling 14% 


Sales Presentation 5% 
Hand Wired Chassis 3% 
All Other 4% 


How Dealers Reported Selling Range 


Portables (with handle) & Compacts 


With almost everyone in color television—among the 
majors only Motorola and Westinghouse aren’t repre- 
sented—EM WEEK also wanted to find out: (1) How much 
does color TV mean to the dealer in volume and profits 
and (2) how do the profits from color TV compare to 
profits earned from selling black-and-white sets and the 
dealers’ white goods business? 

To get these answers EM WEEK surveyed 1,000 dealers. 
Here’s what they reported: 


Price 21% BELLU GS 
eee SEE OO EE a aR RE OR ee 


Total exceeds bases because some respondents indicated more than one factor 


Table & Consolette Consoles 





Total % Each 
ize Price Range 


Total % Each 
Size Price Range Size 











Price Range 19” To 


19” 23” ‘fo 21” 23” 





Under $150 953 20% 


45 1% 126 48 








$151—$175 2,219 





246 4 98 135 








$176—$200 | 1,939 


896 926 509 














$201—$210 586 











$211—$220 © 299 
$221—$230 ‘ 
$23 1—$240 
$241—$250 
$251—$260 
i ar 
- weo-8020C 
TOTAL 
Percent by Size S ee 


*Less than '/, of 1%. NOTE: Detail does not add to 100%, because of rounding. 
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Here are the true retail price ranges dealers 
are using to get volume, according to the EM 
WEEK survey. 


In portables (with handles) and compacts, retail- 
ers are doing 20% of their 17- and 19-inch busi- 
ness under $150. And 50% of the total business 
in this category is being done under $175. 


In table models and consolettes, dealers were mov- 
ing 43% of their 19- and 23-inch merchandise 
between $175 and $220. Only 1% of the sales 
were coming under $150; only 5% under $175. 


In consoles there was some noteworthy retail 
movement between $176 and $200 (9%) and an 
encouraging amount (35%) done over $270 (the 
furniture, style and quality story the industry 
has been advertising has taken hold in some 
stores). Between $201 and $250, dealers surveyed 
reported that they moved 39% of their console 
business. 


Total figures show that the retailers were selling 
36% of all sets of all types and screen sizes for 
less than $200. Another 12% were being sold 
between $201 and $220. And retailers were doing 


How Dealers Promote Color TV 


18% of their over-all business in the $175-$200 
price bracket. 


Sales of sets by types indicate that dealers par- 
ticipating in the survey had sales patterns which 
fairly well paralleled last year’s total industry 
mix. Consoles accounted for 46% of the business 
for the dealers; portables, compacts, table models 
and consolettes 50% ; combinations 4%. 


The figures, based on the 1960 sales year, also 
showed that most dealers did their console busi- 
ness in 23-inch merchandise (61% of it). An- 
other 37% was 21-inch; less than‘ 14 of 1% of 
the consoles sold were 27-inch sets. 


The breakdown in screen sizes in the portable cate- 
gory was split almost evenly between 17- and 
19-inch goods (49% for 17-inchers, 51% for 19- 
inchers). In tables and consolettes, 23-inch sets 
accounted for 80% of the retail sales reported 
by dealers. 


The percentages are worked out on a base of 315 
usable replies from dealers selling black-and- 
white television sets. Last year these dealers told 
EM WEEK that they sold 42,515 sets; half of the 


Free Home Demonstrations 50% 


3 


Big B&W trade-ins 27% 


Advertising in local media 16% 


Select upper-income prospects 21% 


Other 18% 


Total exceeds base because some respondents indicated more than one method 


How EM Week Did Survey 


dealers sold more than 70 sets. The average 
movement was 135 sets per dealer. (For a com- 
plete breakdown, see the full table at the bottom 
of page 14.) 


How important is price when it comes to selling 
a television set? Significantly, perhaps, when 
dealers were asked to name the most important 
factor in selling sets, price was not the leader of 
the list. 

Brand names and quality of picture ranked 
ahead of price. 

Service and price, both getting 21% of the 
votes, were rated next, followed by furniture styl- 
ing and sales presentation. 

Aside from price considerations, when cus- 
tomers buy TV, they are more interested in brands 
than in furniture styling, the survey” revealed. 
(For a complete rundown, see the chart at left 
on page 14.) 


The trade-in business is booming, according to the 
survey. Of the 320 dealers selling black-and-white 
television receivers, 302 or 94% said they were 
taking in sets as trades. 





WHAT DEALERS ARE DOING WITH TRADES 
Replies Percentage 


Repair, recondition, 
rebuild and sell 


62% 
Junk : 5% 
Both 32% 
Other 3% 


(Total exceeds base because some respondents in- 
dicated more than one disposition of TV sets.) 





The color television story, the dealers tell, re- 
flected a growing, if not overwhelming, interest. 
Of the total dealers selling TV, only 119 or 37% 
said they were currently moving color. 


Some dealers who weren't carrying color—31% or 
61 retailers—had once tried to sell color. But 
a large chunk of colorless dealers (101 re- 
tailers or 53%) were considering putting color 
television sets back on the sales floor. 

Those who sold color didn’t report much vol- 
ume—61% of the reporting dealers said they 
sold 10 or less. And 7% said they had tried, but 
failed to move any. This bleak figure was more 
than balanced, however, by a few dealers (5%) 
who had moved more than 40 sets each. Half 
the dealers surveyed by EM WEEK moved more 
than six sets. The average was 13. 


Dollar volume in color accounted for 5% or less 
of the dealers’ total television dollar. A few 
(12%) reported that color accounted for 12% 
of their TV dollar. 





HOW COLOR TV PROFITS COMPARE WITH . 


WHITE GOODS PROFITS 





dealers was coriducted by the McGraw-Hill Re- 
search Department under the direction of Henry 
J. Carey, director of market research for EM 
*%o WEEK. 

1% Under $150 A cross-section of 1,000 EM WEEK dealer- 
subscribers was selected and questionnaires 
$151—$175 were mailed to them in the middle of May with 
$176—$200 a letter requesting their cooperation. Dealers 
$201—$210 were drawn from the domestic circulation of 
EM WEEK on an every “nth” basis to provide a 
$211—$220 cross section of the dealer-subscribers of the 
$221—$230 publication. ‘ ‘ 
From the mailing, EM WEEK received 43! 
_$231—-$240 usable replies, a 44% response, in time to be 

$241—$250 

$251—$260 


Total % Each 
Price Range 


1 
This survey on television sales practices by 
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Replies Percentage 


Price Range 
Better 





Same 





28% 





Worse 22% 





Don’t Know 8% 








B&W TV PROFITS 





Replies Percentage 
included in the tabulation work. Dealer answers 
were edited, then placed on IBM punch cards for 
— tabulation. 

$261—$270 The tabulation revealed that 74% of the 
Over $270 - dealers sold television, and that 315 reported that 

<j they had sold 42,515 sets in 1960. 

TOTAL - Although many additional cross tabulations 
Percent by Size could be made, EM WEEK has for the moment 
: 2 limited itself to those of a more general nature. 





Better 45% 


Same 28% 





Worse 





22% 





Don’t Know 5% 
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VERSATILE NEW STEREO} 


A new concept in stereo design... plus a 


The most versatile stereo ever offered any- 
where. It hangs on the wall . . . sits on a table 

. or fits in a bookcase. It’s the perfect 
answer for your customers’ ““where-do-I-put- 
it” problems! 

The speaker doors swing open for a full 
five feet of sound separation . . . or detach, if 
preferred. The automatic 4-speed record 
changer folds down and out. All in all, the 
most revolutionary new design in stereo 
history. 

Plus these other strong selling features: 
General Electric scratch filter that makes 
worn records sound better... a real hard- 
wood cabinet for the fine sound that only 
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FROM GENERAL ELECTRIC 


traffic-building promotion to help you sell it! 


fine wood gives .. . an optional FM/AM- 
FM-stereo tuner... and a powerful dual- 
channel stereo amplifier. 

To be introduced in the October 20th issue 
of LIFE. As a participating dealer, your A compact 3314 Stereo Spectacu- 
— , ; . lar record—custom pressed for 
name 1S listed in LIFE—directing thousands : Bs General Electric by Columbia 
of customers to your store. £ i ; Records. It features Mitch Miller 
ODN ED ToOTDIL ... Tony Bennett... The Brothers 
GENERAL ELEC rit Four... Ray Conniff... Andre 
a ae Hy alae Previn .. . Jo Stafford. You offer 
SI EREO SPEC TAC [ LAR this $1.98 value for 50¢ to any cus- 

. , 


tomer who listens to a demonstra- 


Progress 's Our Most Important Product tion. General Electric gives you a 


| mw Be starti ity—absolutely free. 
| GENERAL @@ ELECTRIC . eee 
MHA Rb rio’ tributor about the many more ex- 

tras you get by participating in 


Audio Products Section, Decatur, Illinois this exciting promotion. 
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4 d e a d j e S With a little initiative you can make these ideas work for you. 
Each one was profitable to the dealer who first used it. 


3 Ways To Stop Traffic 





The Idea: Window-sidewalk display by F. W. Hill 
of Hill TV & Radio, Ltd., Hamilton, Ontario. 


How To Do It: Saw a shiny new outboard motor 
boat in half. Back up sections flush against win- 
dow, bow on outside, stern on inside. Paint 
jagged lines on window to simulate broken glass. 
Coordinate with teaser newspaper ads. One head- 
line read, ““A Daring Hoax Exposed.”’ Ad showed 
picture of display. 


The Results: During week that promotion ran 
idea was responsible for pulling traffic from wide 
area. Many passersby stopped in. 





The Idea: Talking mannikin by Harold R. Ferdig, 
owner of Tustin Village TV, Tustin, Calif. 


How To Do It: Dressed dummy has large speaker 
built into chest. Wires run to amplifier and 
microphone inside store. When cars pull to curb 
to ask “man” directions, salesman speaks through 
dummy, invites people inside. 


The Results: “The majority of our customers 
mention it as the reason they remember us when 
they decided to buy. It keeps our store in the 
public eye,” Ferdig said. 


The Idea: Sidewalk display to promote trade-ins 
by RCA Whirlpool dealer Leland A. Schmidt of 
Schmidt Hardware Co., Grand Junction, Colo. 


3 - How To Do It: Tape big hand-lettered signs to 

-HMIDT HARDW, Ec fae trade-ins placed on sidewalk. Coordinate display 

woe eos ak 0. with TV, radio and newspaper ads. Tape sales 

a OF y Re message on recorder cartridge and play it over 
Lwin 2 ' é sound system to passersby. 


right off sidewalk. Indicated to customers that 
store sells many new washers to take so many 
trade-ins. 


INTROD 


Cp 7 F ii The Results: Helped sell several used washers 
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EM WEEK WILL PAY YOU $15 for each original 
promotion or merchandising idea which is ac- 
cepted for publication on this page. Your des- 
cription of the idea must include details of cost 
and results. A picture or pictures must accom- 
pany the description. Pictures should be sharp 
and clear and get the idea across “at a glance.” 
Unaccepted items will be returned. Accepted 
items are subject to final editing. 
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..IS represented at the factory by a Dealer Cowrnicit, active appliance 
dealers who consult and advise in matters affecting dealers 
as the backing (in writing) of a billion dollar corporation — 
in a joint pledge of quality, honesty, and fairness to his community 
..speaks directly to millions of prospects on network television — 


_. HAS THE MOST VALUABLE 4 paid for by a company that advertises its dealers ...not just itself 
FRANCHISE IN THE APPLIANCE INDUSTRY ..selis the biggest value in Frost-Free refrigerators today *K 








* The new Frost-Free Model RGB-13 gives refrigerator prospects Drawer models... if a Westinghouse Dealer doesn’t have it, it prob- 
freedom from defrosting . . . at a price any family can afford. It’s the ably hasn’t been invented. For details on the industry’s most valuable 
leader in the most complete line of Frost-Free refrigerators in the franchise, call your Westinghouse distributor... or write Dealer Devel- 
industry. Top-mounted freezer, bottom-mounted freezer, Center opment Dept., Mansfield, Ohio. You can be sure... if it’s Westinghouse. 


YOU! 


wien vourea Westinghouse dealer 
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— Dont get caught with 
time on your hands... 


SELL WESTCLOX! 


It’s easy to sell Westclox clocks because they “‘sell on sight’. It’s going 
to be even easier this Fall when WESTCLOX drives more customers into 
your store with the most concentrated advertising and promotion program 
in- Westclox 83-year history. Page stealing ads in National Magazines PLUS 
full-color ads in LOOK, SATURDAY EVENING POST, and READERS’ DIGEST. 
Local radio and newspaper saturation campaigns right in your own area. In 
addition, compact, hard-selling point of sale displays will do your selling 
for you. Look at the eye and buy appeal of these NEW WESTCLOX! 





NEW ASPEN. Superb new styling with raised gold 
color numerals, shatterproof crystal, sweep second 
hand, luminous only. Popular colors, Beige or Seaspray 


Green, $7.98 Retail. 


@ BEST CLOCKS 
> ANYWHERE 
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DROWSE. Electric Alarm in an exciting new assortment! Exclusive Sleep Selector 
wakes you gently, lets you choose 5 or 10 minutes extra sleep, then wakes you again! 
Assortment #29007 contains: 1-#2010] Buckskin Beige—Plain Dial; 2-#20102 Antique 
White—Luminous Dial; 1-#20104 Seaspray Green—Luminous Dial. Pius handsome 
full color display—yours FREE! Your cost $17.70, Your Profit $9.22. And you 
can order any of these clocks individually for additional back up stock——You’ll need it! 





MOONBEAM. Silent alarm with exclusive flashing 
light. A new way to wake up pleasantly, easily, surely . . . 
without disturbing others. Audible alarm follows flashing 
light, assures rising on time. Luminous only, Antique 
White or Buckskin Beige. $11.95 Retail. 


TAMBOURINE. Electric Wall Clock. Wrap-around 
crystal. Large numerals are easy to read. Flush mount- 
ing. Front knob set; sweep second hand. 8” diameter. 
White, Yellow, or Nutmeg. $7.98 Retail. 
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SYLVANIA: Newest Entry In Color Competition 


Sylvania announced its first ven- 

ture in marketing color TV _ since 
1956. The new model will be avail- 
able to consumers some time in Sep- 
tember. To aid the dealer, Sylvania 
will conduct a series of color TV 
service clinics for its distributors 
beginning in August. 
No. 21LC7, a lowboy console in Scan- 
dinavian styling, will be available in 
walnut only. It has a “surf-board” 
top which lends a slim appearance to 
the unit, and tambour doors which 
slide completely out of the way for 
viewing and access to the controls. 
A sculptured walnut base and mold- 
ing blends with the furniture-styled 
cabinet. An acrylic seal provides pro- 
tection for the walnut finish and 
woodwork. Polished brass trim and 
simulated cane grill round out the 
cabinetry features. 

The set uses a 2l-in. 3-gun 
shadow-mask color picture tube. The 
chassis is transformer powered. Illu- 
minated channel indicator, primary 
and secondary controls are front 
mounted. A tinted and angled safety 
lens minimizes glare. Two speakers, 
a 6x9-in. oval and a 4-in. round, are 
also front mounted. Dimensions are 
33x52x26 in. The suggested price for 
this model is $825.00 Sylvania Elec- 
tric Products, Inc., 700 Elliott, Ba- 
tavia, N.Y. 





SYLVANIA 21-INCH COLOR CONSOLE LOWBOY NO. 21LC7 


;new products 





STROMBERG -CARLSON: ‘Presidential’ Line Of Stereo Consoles 


Stromberg-Carlson announces a 
new line of stereo high fidelity con- 
soles which is priced to fill the gap 
between the “Young America” series 
and the “Integrity” line. This 5- 
console series ranges in price from 
$595.00 to $695.00 and presents the 
consumer with the most comprehen- 
sive choice of stereo hi-fi equipment 
in Stromberg-Carlson’s 67-year his- 
tory. Frederico styled the cabinets 
in a variety of wood finishes which 
include mahogany, walnut oil, cherry, 


and ebony with a subtle hint of 
grain. Cabinets are constructed of 
hardwood veneer in contemporary, 
traditional, French Provincial, Early 
American and Oriental styles. 

All of the controls in the “Presi- 
dential Line’? are top-mounted for 
easy accessibility. The 2 matching 
hi-fi speaker systems have 5 speakers 
apiece. The 15-in. woofers operate 
into acoustically damped, slot-loaded 
apertures in the cabinet’s floor. 

The 4-speed record changer with 


STROMBERG-CARLSON STEREO CONSOLE NO. RP-876 
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weighted 11-in. turntable and die- 
cast, all-metal arm, plays all size 
records manually or automatically. 
A jam-proof changer, a flip-over 
carriage with two needles and a 
spacious record well are features of 
the set. 

Powerful output tubes and a heavy 
output transformer supply reserve 
power to handle peaks more easily. 
Dual master volume control permits 
proper balancing of both channels 
and separate bass and treble controls 


allow more tone variation. The con- 
sole provides for an FM multiplex 
feature. An: AM-FM stereo tuner 
with automatic frequency control 
features slide-rule dial for reception 
of AM, FM, or AM-FM stereo simul- 
casts. 

An FM multiplex switch and jack 
are also included. Prices start at 
$625.00. 

Stromberg-Carlson Div., General 
Dynamics-Electronics, 1400 N. Good- 
man St., Rochester 1, N.Y. 


STROMBERG-CARLSON STEREO CONSOLE NO. RP-884 











MOVES APPLIANCES— 
ANYWHERE! 


All sales are local. So is America’s largest-selling 
weekly magazine—TV GurpE. It has 62 regional 
editions—with one that parallels your own sales 
territory. Any distributor can buy an edition or 
share one. You can use TV GuImDE to tie your 
dealers into national campaigns or you can run 
your own. You can talk competitively in the local 
market with national magazine impact. And you 


22 


can do it at a cost that compares favorably with 
your current newspaper advertising schedule. 

Find out how Westinghouse Appliance Sales, 
General Electric Sales and Distribution, Main 
Line Cleveland, Inc., and the Joseph M. Zamoiski 
Company use TV GUIDE promotion to help meet 
their loadings. Call your local TV GuIDE repre- 
sentative today. 


Best-selling weekly 
magazine in America 
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pu mont emerson 1962 Custom 
Collector Series 


Du Mont announced the Custom 
Collector Series of home entertain- 
ment instruments. They feature de- 
signing by Jules Cinque in Danish 
Contemporary, Classic Traditional, 
French Provincial and Early Ameri- 
can styles. All sets come equipped 
with the new Du Mont RA-800 hand 
wired and soldered, transformer- 
powered chassis which retains all the 
features of the RA-700 chassis. 
These include: Automatic brightness 
and contrast control (ABC), a light- 
sensitive eye which automatically ad- 
justs the brightness and contrast for 
room lighting conditions; high gain 
frame-grid tubes ITS in IF system 
and tuner; and audio output jack 
for direct connection to tape record- 
er or hi-fi sound recording of TV. 

Wireless remote control is avail- 
able in all Custom Collector models. 


DU MONT NORDLUND, 
HOME ENTERTAINMENT CENTER 


DU MONT BON VOYAGE, 
19-INCH PORTABLE 


DU MONT KOPENHAGEN, 
LOW BOY CONSOLE 





DU MONT LA SALLE, 
COLOR LOW BOY CONSOLE 
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The home entertainment centers, in 
addition, are audio-powered by a 
dual 40w stereo amplifier for hi-fi 
sound from the phono, AM-FM radio 
and TV. A 4-pole motor and diamond 
stylus are part of the Garrard Type 
A Professional stereo record changer 
which is standard equipment on the 
home entertainment models. 

The Kopenhagen, a 27-in. unit, has 
been introduced with Danish Con- 
temporary low boy styling in walnut. 
The La Salle, a 21-in. color lowboy 
has French Provincial styling Fruit- 
wood Custom Crafted cabinet. 

The Bon Voyage, Du Mont’s first port- 
able, has been added to this line. 
Features of this 19-in. portable in- 
clude: full power transformer chas- 
sis, Telechron clock timer which 
shuts off the set at a pre-set time, 
audio output jack to permit personal 
listening, Perma-Tune, retractable 
di-pole antenna and 5x3-in. front 
firing speaker. The Bon Voyage 
is available in several color combina- 
tions with matching cord, handle, 
antenna, ‘and remote control unit 
(optional). 

There are 5 23-in. consoles offered 
in this line. The Frederick comes in 
Danish Contemporary in walnut and 
has 2 speakers as do all 5 consoles. 
Raphael is a Classic Traditional in 
mahogany while Concord is an Early 
American in maple. Williamsburg is 
also Early American but in mahog- 
any, and Rheims, in fruitwood, is 
French Provincial. 

Four 23-inch low boy consoles 
with 4 speakers are introduced. 
Jansen in Danish Contemporary with 
walnut finish and Orleans in French 
Provincial and fruitwood head the 
list. Delaware comes in Early Ameri- 
can styling with maple finish and 
Cellini is Classic Traditional in a 
choice of mahogany or grey walnut. 

Three home entertainment centers 
highlight the Custom Collector series. 
The Nordlund is a Danish Contem- 
porary low boy with a compact TV, 
stereophonic multiplex-equipped AM- 
FM radio and phono combo. With 
a walnut cabinet, it also has dual 
matched hi-fi coaxial speaker sys- 
tems. The Brittany is a French Pro- 
vincial low boy in fruitwood with the 
same features as the Nordlund and 
the Villanova, a Classic Traditional 
lowboy with mahogany cabinet. 
Prices (without remote control) : Bon 
Voyage $189.95; Frederick $350; 
Raphael $350; Concord $370; Rheims 
$380; Williamsburg $380; Jansen 
$380; Orleans $380; Delaware $380; 
Cellini $380; Kopenhagen $475; 
Nordlund $750; Brittany $795; Vil- 
lanova $795; La Salle $795. Du Mont 
Emerson Corp., Jersey City 2, N. J. 





MERCHANDISING 


SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 


MORE SALES— 
MORE PROFITS 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—————ON REQUEST 














briefs 


Mite-Site is a TV antenna that can be 
installed out of sight. It is a silver 
circuit printed on flexible B. F. 
Goodrich Koroseal vinyl and is 
shaped like 2 butterfly wings—if you 
can imagine a butterfly with a 5 ft. 
wing span. But even with its con- 
necting lead it can be rolled into a 
small 14 lb. package 1 ft. long. RF 
Industries, Inc., Summit, N. J. 











LIFSCHULTZ 


FASTEST 10 BOTH COASTS 











Over 62 years of de- 
pendable ON-TIME 
Freight Forwarding 
Service. 
We welcome your 


inquiry. PROMPT DAILY PICKUP 


ond DELIVERY 





CASWELL SPEARE pus tisHEerR 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bldg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 








Now’s the time to get your copy of 
the new 1961/1962 DISTRIBUTORS 
DIRECTORY. Hundreds of company 
names, officials, addresses and 
telephone numbers are included in 
this directory. Highlighted are 
distributors of major appliances; 
radios; TVs; hi-fi stereos; housewares 
and imports. Supply is limited — 

so order now: 


Domestic orders: $3.00 per copy 
plus shipping. Send check or 
money order with your re- 
quest and we will pay the 
postage. 


Foreign orders: $10.00 per 
copy. All foreign requests 
must include check or money 
order. 


Send all orders to: 


EM WEEK Reader Service Dept. 
26 Floor, McGraw-Hill Bidg. 
330 West 42 Street, New York 36, NY 


RIBUTORS 
DIRECTORY 


MERCHAND/S/N VIF'4 
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MONITOR Compact 
Refrigerator 


Monitor announces a new compact 
refrigerator, compressor No. LC3. 
It is 27%-in. high, 2114-in. wide 
and 20-in. deep, including handle. 
Unit has 2.2 cu. ft. capacity with 
a large freezer shelf holding 2 ice 
cube trays. Interior is arranged for 
easy access to stored food. Sliding 
shelves adjust quickly to various 
heights, and handy door liner has 
storage rack for bottles and a spe- 
cial egg and fruit shelf. Unit fea- 
tures steel construction with white 
baked enamel finish. Interior is ice 
blue, easy to clean, rust and scratch 
proof. Optional 8-in. contemporary 

















stand is available. Refrigeration is 
by a 1/12 hp hermetically sealed 
compressor carrying a 5 yr. war- 
ranty. ; 

Price: $149.95. Monitor Equipment 
Corp., Riverdale-on-the-Hudson, N.Y. 





INTERNATIONAL Room Heater 


International announces a new electric 
room heater which needs no plumb- 
ing. Thermostat controlled in each 
room, this sealed water system is 
available in baseboard or flush-wall 
units from 28 in. to 9 ft. long. Inter- 
national Oil Burner Co., 3800 Park 
Ave., St. Louis 10, Mo. 





precision-crafted 


Model 3K535 


again it's BSR in OLYMPIC... ‘‘All-At-Once"’ StereoCenter 


BSR 


adds this extra sales clincher... 
the Good Housekeeping Guarantee 


Built-in BSR ... guaranteed to be exactly as advertised ... adds the most depend- 
ability a changer can give, to America’s best-selling high fidelity lines. In combina- 
tions, consoles and portables, it is outstandingly service-free! BSR is so efficiently 
mass-crafted by precision controls of fidelity and performance that production line 
samples of this “550,000-play” changer have now been lab-tested through one 


million perfect record changing cycles! 


BSR meets the highest standards of fine “packaged” hi-fi 


# Plays at all speeds... plays all record sizes intermixed = Light, skip-free tracking, as 


low as 24% grams, protects both records and fidelity . 


.. tone arm adjusts to all cartridge 


compliance requirements © Hum-free, rumble-free shielded motor has extra power, pre- 
cision balance, full rubber suspension ® Concentrically weighted heavy turntable stops 
flutter and wow ® Completely tropicalized, humidity-proof « Detailed specifications, 


service charts and parts list on request. 


plays Phono, TV, Radio, all at one time, in 3 separate rooms! 


SWANSON Range Hood 


The Sovereign ventless range hood is 
announced by Swanson. An alumi- 
num grease trap and a charcoal filter 
to remove impurities from the air 
are encased in this 2l-in. deep hood. 
It has 3-speed fan, plenum housing 
and comes in stainless steel, white, 
black, coppertone, copperblend, tur- 
quoise, yellow and pink. Sizes in 8 
widths from 27 to 48 in. Swanson 
Mfg. Co., 607 S. Washington St., 
Owosso, Mich. 





DOMINION Radio-TV-Phono 
From Canada 


Dominion Electrohome made its 
debut into the U.S. consumer market 
at the NAMM show. This 54-year- 
old Canadian company uses. the 
brand name “Deilcraft” on its line 
of TV, radio and hi-fi phonos with 
the stereo satellite sound system. 

The satellite system permits plac- 
ing the set and speakers anywhere in 
the room without loss of listening 
balance because the speakers face 
upward to produce “a fountain of 
sound.” 

Crossover networks in the stereo 
set channel the low frequencies to 
the woofers in the console. The mid- 
dle and high frequencies radiate up- 
ward and descend in a full circle of 
sound. Hand-rubbed hardwood cabi- 
nets are available in a variety of 
styles. 

The automatic intercom device, 
known as AID, can be placed any- 
where in the home or connected to 
the stereo, TV or radio. Hi-fi sets 
range from $399.95 to $895.00; TV 
prices from $295.50 to $895.00. 
Dominion Electrohome Industries 


“<n aD > 
' 

*" Guaranteed by 
Good Housekeeping 
a 


0, 
% ap : ; 
Or Ltd., Kitchener, Ontario, Canada. 





L7 we 
C745 apvennistd WE 


briefs 


A new line of nickel-bearing stainless 
steel sinks featuring a fingertip pop- 
up drain is announced by Elkay. 
When dishwashing is over, the home- 
maker flips a knob at countertop 
level and the sink empties itself. In 
an Elkay 3-bowl “Cuisine Centre” 
sink, side bowls each have their own 
fingertip drain. The third bowl can 


B etter accommodate a garbage disposal 
: ~ unit. 
: ~ | The pop-up drain can also be 
os () Ul n dl ; —. f had in single and double bowl sinks, 
Reproduction 


along with elegant “Tiara” faucets, 
CRAFTEO ‘ GREAT BRITAIN BY BIRMINGHAM SO 


wing-tipped controls, pull-out sprays 
eR Distributed in U. S. by BSR (USA) LIMITED, Colle 
)) 
y 





this line. 
Elkay Mfg. Co., 1874 So. 54 St., 
Chicago 50. 





and other handsome accessories of 
in Canada: Musimart Ltd., 901 Bleury Street, Montreal 


and other leading publications. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 
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covered 


automatic butter keeper 


defrosting 


refrigerator beautiful 


built-in styling 


full-width —a 4 Ss || full-width 
glide-out crisper ee me — Fifi ; | adjustable shelf 
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MODEL HC-1 2T 





OOPS! WE DIDN'T HAVE 
ENOUGH OF THIS SPECIAL 


We knew it was “hot”... but, we under-estimated its 


terrific appeal...so, we are putting this 


NEW RCA WHIRLPOOL 
12 CU. FT. REFRIGERATOR-FREEZER 


back in production...judging from our recent experience, even these extra 
thousands of units will go fast...so, don’t miss out on this bargain... 
see your RCA WHIRLPOOL distributor now! 


<<>> > 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trodemorks ne ond RCA authorized by trodemork owner Radio Corporation of Americo 
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They cost the same to run. 


Compare a whole Volkswagen with 
half of an ordinary panel delivery. 

The upkeep is almost the same. 

VWs get 20 to 30 miles a gallon 
on gas, for instance. And about 35,000 
miles on tires. 


About twice as much as a conven- 


tional truck. 

(A loaded VW is as light on its feet 
as other trucks empty. That's one of the 
reasons it costs so little to run.) 

Also, a whole VW will cost no more 


to service than half of a standard truck. 
Owners tell us the VW has cut their re- 


pair bills around 50%. 
(After all, we've been perfecting the 
same truck for 12 years.) 


But half a truck won't carry the VW's 
1,830 Ibs. 


This is only 170 lbs. less than a ton. 


Even if you put your standard half-ton 

back together, it wouldn't take it. 
There is one advantage to cutting an 

ordinary truck in half. It will be easier 


to get into than a VW. But not much. 
Our side doorway is almost 4 feet 
wide. And for $85* more, you can get 
another just like it on the other side. 
But of course you wouldn't really cuta 
truck in half. People would point at you. 
The real question is the upkeep of a 
whole truck. And you can run two Volks- 
wagens for the same money. 
Or just one and keep the 
difference. Some people can't 
think of anything but money. 





a quick cueck or BUSINESS TRENDS 


Latest |Precedingj Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 116 111 120 3.33% down 
appliance-radio-TV index 
Week| (1957 = 100) 

’ RETAIL SALES 


total illi 

Averages of the 54 Stocks oS 

Listed Below APPLIANCE-RADIO-TV 302 325 330 
STORE SALES 
($ millions) 
CONSUMER DEBT + + 270 269 290 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 40 37 28 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


TAKING STOCK A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 


Bi 


16 Months 











1.1% down 


























18.3 18.1 18.5 








8.5% down 


(May 1961 vs. 
May 1960) 


6.9% down 
(May 1961 vs. 
May 1960) 


42.85% up 











125.0 5.0% down 
(April 1961 vs. 
April 1960) 


87.80% down 





102.5°* 








19.24] 6.3% down 
(4th gtr. 1960 vs. 


4th qtr. 1959) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($: billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 
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347.0+ 2.9% up 

(Ist qtr. 1961 vs. 
Ist qtr. 1960) 
18.6% up 

(1st qtr. 1961 vs. 
Ist qtr. 1960) 


0.2% up 
(June 1961 vs. 
June 1960) 


357.14 358.1 + 


Net 
Change 


Close 
Aug. 7 


Close 
July 31 


1961 
Low 


Stocks and Dividends 
In Dollars 


NEW YORK EXCHANGE 
Admiral 13 
American Motors 1.20 18!/g 17%, 
Arvin Ind. 1 23! 
Borg Warner 2 41 

Carrier 1.60 401, 
CBS 1.40B 354% 
Chrysler 1A 52%, 
Decca Records 1.20 33! 
Emerson Electric 1BXD 81 

13%, 
22, 
35% 
68%, 
471/ 


23.7 + 


28.1+ 27.2+ 


13%, vf 


Ye EMPLOYMENT 68,706 66,778 68,579 
? (thousands) : 
4, 

Vz 

















*New index being used. Federal Reserve Bulletin (seasonally adjusted). 

4 **Figures are for week ending Aug. 5, 1961, and preceding week (revised). 
3%4 +Figures are for quarters 

+ +Federal Reserve Bulletin figures (revised). 


aquick cueckor INDUSTRY TRENDS 


An _ up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


1961 1960 % 
(Units) (Units) Change 


233,800 | 237,500 — 1.56 
1,199,800 | 1,159,900 + 3.44 
50,000 41,300 +21.07 
288,700 | 275,400 + 4.82 
43,402 42,047 + 3.22 
277,470 | = 312,328 —10.99 
17,303 22,903 —24.45 
138,540 170,269 —18.63 
75,200 62,000 +21.29 
387,000 | 380,800 + 1.63 
109,200 | 102,000 + 7.06 
492,300 553,200 —11.01 
196,337 182,969 + 7.31 





Emerson Radio .37T 
Fedders 1B 

General Dy. 1 
General Elec. 2 
General Motors 2 
General Tel & El .76 254 
Hoffman Elec. 21%, 
Hupp Corp. 25F 8% 
Magnavox 1 32%, 
Maytag 2A 50%, 
McGraw-Edison 1.40 35!/, 
Minn. M&M. .60 
Montgomery Ward 1 
Monarch .04 

Motor Wheel 1 
Motorola 1 

Murray Corp. 
Norris-Thermador 
Philco 

RCA 1B 

Raytheon 2.37T 
Rheem 

Ronson .60 

Roper GD 

Schick 


+ 
+ 
+ 
+ 
+ 
+ 
+ 


AIR CONDITIONERS, Room lune 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
PHONOGRAPH SHIPMENTS May 


DISHWASHERS 

DRYERS, Clothes, Electric 
RR 

FOOD WASTE DISPOSERS........... 


FREEZERS 


Siegler Corp. .40B 
Singer 

Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 
Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 
Pentron 

Proctor-Silex 

Republic Trans. 
Trav-ler Radio 


MIDWEST EXCHANGE 
Knapp-Monarch as 
Webcor aaa 





b'/ 
9%, 





I", 


bl, 
| 








+ Ys 





A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 


F—Payable in stock dering 





ANALYSIS: Wall Street marked 
Russia’s second space flight with a 
general advance among aircraft and 
missile stocks and it appeared the 
over-all market followed suit. The 
EM WEEK chart was up for the sec- 
ond week in a row as it closed out 
the five-day trading period up '% pt. 
from last week. How the market will 
react to Mr. K’s blustering attack of 
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a 


Aug. 7 


is anybody’s guess; however, 


most expected an increase, especially 
among electronics. Among the 54 key 


issues, 


3-for-1 split 


the biggest 


news was the 
of Magnavox 


stock. 


Three new highs and four new lows 
were recorded as the declining and 


advancing issues were 


about even 


for the week. Singer was the week’s 


leader at a plus 


3 pts. 





RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 


TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 


REFRIGERATORS 


RANGES, Electric, Standard 


Built-in 


RANGES, Gas, Standard 
Built-in 


VACUUM CLEANERS 


WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 


WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 


WATER HEATERS, Gas (Storage) 





5 Mos. 
Week July 28 
30 Weeks 
May 
5 Mos. 
Week July 28 
30 Weeks 
May 
5 Mos. 
May 
5 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 





1,239,347 
168,519 
5,814,633 
745,616 
3,449,834 
100,882 
3,177,519 
391,467 
2,151,920 
294,300 
1,332,900 
69,600 
436,100 
75,400 
354,600 
37,300 
170,200 
131,900 
686,900 
242,001 
1,598,316 
239,107 
1,199,447 
65,188 
324,518 
10,318 
52,893 
71,900 
374,200 
185,000 
1,368,600 





1,539,171 
184,446 
5,763,778 
548,322 
3,175,469 
98,410 
3,231,898 
334,283 
2,285,866 
273,400 
1,499,000 
69,000 
445,200 
58,200 
346,600 
38,900 
173,100 
127,600 
762,900 
245,790 
1,682,468 
206,687 
1,228,852 
70,268 
373,854 
9,812 
79,866 
62.300 
375,700 
256,000 
1,355,300 





—19.48 
— 8.62 
+ 0.88 
+35.98 
+ 8.64 
+ 2.51 
— 1.68 
+17.11 
— 5.86 
+ 7.64 
—11.80 
+ 0.87 
— 2.04 
+29.55 
+ 2.31 
— 4.10 
— 1:10 
+ 3.40 
—10.00 
— 1350 
— 5.00 
+15.69 
— 2.39 
~ 123 
—13.20 
+ 5.16 
—33.77 
+15.41 
— 0.39 
—27.10 
+ 1.00 





Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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New from Sylvania for '62 





...a totally new TV selli 


a 





Here's a great new selling story for ‘62 
---a TV that automatically delivers a pre- 
cision-perfect picture, and is precision- 
built to stay new for years! 


This is more than a different story...it's 
a hard-working sa'es producer that 
makes a triple-selling threat on any 
sales fioor. See for yourself! 


1. COMPUTES THE PERFECT PICTURE 


Sylvania is the TV that thinks for itself—and delivers 
a picture that sells itself! Just look at this: 


It memorizes every factor of fine-tuning. Once controls 
are set, it delivers a precision-perfect picture every time. 


It automatically adapts to local broadcast conditions 
for peak performance with a built-in signal selector 
that rejects interference from adjacent channels (very 
important in overlapping broadcast areas). 


It gives you perfect picture performance with the new 
Accura-tronic Focus Gun in the picture tube. It shoots 
a smaller dot that gives more detail to every inch of 
the picture. 


You see the picture perfectly with the new Velvetone 
reflection-free screen that minimizes annoying reflec- 
tions from lamps, windows and floors. 


oe 





EE 8 4 
F os 


coe ese 0S OER 











2. BUILT WITH COMPUTER QUALITY 


Here are just a few of the many examples of engineer- 
ing excellence that make Picture-Computer TV stay 
new for years: 

The new GT-555 chassis that “cruises” at 60% to 
75% of the rated capacity of critical tubes and com- 
ponents for longer life of vital parts. 

A tuner that automatically cleans its own contact points. 


A new Sylvania-designed Flexi-core transformer that 
is smaller, more reliable, and minimizes annoying 
transformer hum. 

A high-voltage transformer insulated with Mylar to 
prevent picture arcing and failure in damp areas. 

An engraved circuit board that is 100% circuit-tested, 
with every connection double-sealed. 

A shatterproof safety shield that is bonded right to the 
face of the picture tube for extra safety. 


THE STOCKHOLM Picture-Com- 
puter TV Model 23151: Velvetone 
reflection-free picture. Woodblend 
HaloLight. Multiple speakers. Inter- 
national-style cabinet in walnut ve- 
neers and hardwood solids. Remote 
Control optional. 


3. A DEMONSTRATION SENSATION 


Your customers can quickly see the superior features 
of Picture-Computer TV. No annoying reflections 
with the new Velvetone screen. Exclusive HaloLight® 
surround-lighting. A complete set of fine-tuning con- 
trols—including horizontal-linearity controls rated best 
in the industry. New remote control turns set on, off, 
changes channels, adjusts volume up to 35 feet away. 


-.-and we’re selling for you, too 
In LIFE, TV GUIDE, GOOD HOUSEKEEPING, 
CORONET, SPORTS ILLUSTRATED, HOLIDAY 
and SUNSET. These powerful publications will tell 
the whole complete story, with spreads, full pages, 
plus an 8-page blockbuster in CORONET. 41 million 
adult readers will be ex- 
posed to today’s most sen- 
sational TV selling story— 
Picture-Computer TV. 


ot ~~ a 
+" Guaranteed by > 
Housekeeping 
wy 


45 aoveansto WOE 


See the compiete new Syivania line of portables, table models, consoles and combination models now at all Sylvania distributors’! 
Quality you can bank on in TV, radio and stereo high fidelity 


SYLVANTA 


SUBSIDIARY OF 





Sylvania Home Electronics Corp., Batavia, New York 


GENERAL TELEPHONE & ELECTRONICS 


ELECTRICAL MERCHANDISING WEEK 














